Green Marketing:   The Challenges Ahead by Rao, R. Prabhakar & ., Reeta
    
 
Asian Journal of 
Multidisciplinary Studies 
ISSN: 2321-8819 (Online) 
           2348-7186 (Print) 
Impact Factor: 1.498                     
Vol. 4, Issue 13, December 2016 
                  
    
                                                                       Available online at www.ajms.co.in  236 
 
Green Marketing:   The Challenges Ahead 
 
R. Prabhakar Rao
1
 and Reeta
2 
 
1
Associate Professor, Department of Commerce,  
Zakir Husain Delhi College, (University of Delhi), India. 
2
Assistant Professor, Department of Commerce 
Zakir Husain Delhi College 
University of Delhi, India  
ABSTRACT: Environmental responsibility has been added to the corporate agenda in the 21st century. Both 
the government and society hold businesses accountable to operate in an environmentally friendly manner. 
And in order to survive in this changing environment business firms have started adopting and embracing 
‘green’ marketing practices to conform to green pressures and environmental legislation. Green marketing 
refers to all practices that concentrate on maintaining an ecological balance while fulfilling the motive of 
wealth maximization for a business organization. It is a holistic marketing concept wherein the production, 
marketing consumption and disposal of products is done in a manner that is less detrimental to the 
environment. With growing awareness about the implications of global warming, non-biodegradable solid 
waste, harmful impact of pollutants etc. business organizations also feel obliged to contribute towards 
creating and functioning in an environmental friendly atmosphere. The objective of this paper is to discuss 
the concept of green marketing and challenges in the way of green marketing with some suggestions to 
overcome these challenges.  
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Introduction 
Green Marketing is a marketing philosophy that 
promotes production and selling of pure (eco-
friendly) products with protection of ecological 
balance. It involves multiple activities. It 
encourages production of pure products by pure 
technology, conservation of energy, preservation of 
environment, minimum use of natural resources, 
and more use of natural foods than the processed 
foods. Efforts of people, social organizations, 
firms, governments in this regard can be said to be 
green marketing efforts. Green Marketing raises the 
voice against production, consumption and/or 
disposal of such products that in any way harm the 
consumer, society and the environment. A 
marketing strategy serves as the foundation of a 
marketing plan. Marketing plans consist of a list of 
specifications required to successfully implement a 
specific marketing strategy. Ecological awareness 
is an ethical proposition with existential 
propensities. It is a complex historical situation that 
we need to react to and respond at this moment. 
Our reactions and coping strategies that we adopt 
today will make possible the survival of humanity 
tomorrow. As a part of this coping strategy and to 
discharge its social and ethical responsibilities the 
business world is becoming increasingly 
environment conscious.  
Objective of the paper: The objective of the 
present paper is to discuss the concept of green 
marketing. The paper lays emphasis on the four R’s 
i.e. strategies of green marketing as well as 
selection of marketing mix, in case we opt for 
green marketing. An attempt has also been made to 
discuss the challenges in the way of green 
marketing along with suggestions to address these 
challenges. 
Data Collection: The source of data collection is 
secondary that has been accessed from journals, 
books and websites.  
Concept of Green Marketing 
Green marketing involves the marketing of 
products that are or presumed to be 
environmentally preferable to others. In the year 
1975, the American Marketing Association (AMA) 
was the first to hold a workshop on ‘Ecological 
Marketing’. The proceedings of this workshop 
resulted in the publication of the first book on 
Green Marketing entitled ‘Ecological Marketing’. 
The term Green Marketing came into prominence 
in the late 1980s and early 1990’s.  
In 1987, a document prepared by the World 
Commission on Environment and Development 
defined sustainable development as meeting ‘the 
need of the present without compromising the 
ability of future generations to meet their own 
needs’. This is known as Brundtland Report and is 
another step towards widespread thinking on 
sustainability in every day activity. 
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According to Peattie (2001) there are three phases 
of evaluation of evolution of the green marketing 
concept that are Ecological Green Marketing, 
Environmental Green Marketing and Sustainable 
Green Marketing. 
According to the American Marketing Association, 
Green Marketing is the marketing of products that 
are presumed environmentally safe. It is a holistic 
marketing concept wherein the production, 
marketing, consumption and disposal of products 
happens in a manner that is less detrimental to the 
environment along with growing awareness about 
the implications of global warming, non bio-
degradable solid waste, harmful impact of 
pollutants etc. 
Marketing Mix of Green Marketing 
1.  Product: The products have to be 
developed as per the needs of the 
customers who prefer environment 
friendly products. Efficient environmental 
products not only save water, energy and 
money but also reduce their harmful 
effects on the environment. For example 
Nike was the first among shoe companies 
to market itself as green. It marketed its 
Air Jordan Shoes as environment friendly 
because it significantly reduced the usage 
of harmful glue adhesives. It designed and 
manufactured this variety of shoes to 
emphasize that it has reduced wastage and 
used environmental friendly material. 
2. Price: Customers are prepared to pay a 
premium if there is a perception of an 
additional product value. The price of 
green product has to be affordable for the 
customer to encourage its purchase. Most 
buyers are influenced by advertisements 
that reflect a company’s commitment to 
environment. 
3. Place: Place is about managing logistics, 
thereby in effect, aiming at reducing the 
carbon footprint. For example instead of 
marketing imported mango juice in India, 
it can be licensed from local production. 
This not only reduces the shipping cost 
but, more importantly, also the consequent 
carbon emissions by the ships and other 
modes of transport. 
4. Promotion: Promotion involves 
configuring the tools of promotion such as 
advertising, marketing materials, white 
papers, web sites, presentations, by 
keeping people, planet and profit in mind. 
Indian Tobacco Company introduced 
environmental friendly papers and boards 
which were free from element chlorine. 
Retailers are also recognizing the value of 
alliances with other companies, 
environmental groups and research 
organizations while promoting their 
environmental commitments. 
Strategies of Green Marketing 
Whereas the general strategy to control waste is 
explained by the three R’s (Reduce, Reuse and 
Recycle) but in Green Marketing there are four R’s 
denoting Recycle, Reuse, Replace and Repair. The 
three R’s i.e. reduce, reuse and recycle are three 
entities that help cut down on the amount of waste 
that all throw away. They conserve natural 
resources, landfill space and energy. Not only this 
R’s save land and money that the communities 
must use to dispose of solid waste in landfills. 
Environmental regulations and cost further make it 
difficult for the siting of new landfill. The 4 R’s of 
Green Marketing are briefly discussed as under: 
1. RECYCLE 
Recycling is one of the best ways to have a positive 
impact on the world in which we live. Recycling is 
important to both the natural environment and us. 
We must act fast as the amount of waste we create 
is increasing all the time. The waste is increasing 
fast as increasing population generates more waste, 
increasing wealth allows people to buy more, use 
of non bio-degradable packaging material and new 
life style changes all lead to creation of more 
waste. Recycling helps reduce the negative 
influence on the environment caused by release of 
harmful chemicals and green house gases from 
rubbish in landfill sites, destruction habitat and 
global warming caused by deforestation etc. 
Recycling reduces the need for raw material 
thereby conserving the forests. It will also help 
reduce the need of energy used in making new 
products. Recycling will help reduce the space 
needed for landfills, reduce financial expenditure 
on making new products by reducing need of raw 
material. It helps preserve the natural resources for 
the future generation. 
2. REUSE 
Though the first option is to reduce the second 
option is to reuse the material. It is distinct from 
recycling, both in doctrine, and in the handling of 
the materials the industry diverts from the waste 
stream. Re-users with little or no processing keep 
the materials out of the stream by passing the goods 
they collect onto others. A material can be reused 
thereby saving on energy, cost and waste. For 
example packaging material can be reused for re-
packing, water and cold drink bottles can be reused 
for drinking, carton boxes can be put to reuse etc. 
Thus there is less generation of waste. 
3. REPLACE 
Equipment and machines that use high energy, fuel 
or discharge high emissions can easily be replaced 
by those developed by newer technology that use 
lesser energy, lesser natural resources, discharge 
less emissions etc. The government, on its part, 
should encourage such efforts and offer incentives 
to firms and help use newer technology in order to 
produce green products.  
Green Marketing:   The Challenges Ahead 
 
Asian Journal of Multidisciplinary Studies, 4(13) December, 2016 238 
4. REPAIR 
Any product that malfunctions or develops any 
defect should not be replaced. Instead every effort 
should be made to have it repaired. A new product 
may prove beneficial but it will be costly and also 
increase the number in the market. New products 
use natural resources that can be saved if there is 
less demand. Less demand will lead to less 
production. So repair is an important part of the 
green marketing strategy. 
Challenges in the Way of Green Marketing:  
In order to market green products they would have 
to be made from renewable and recyclable 
material. To make such material the company will 
have to develop new technologies and this will 
require huge investment in Research and 
Development. This will make the product costly. 
Water treatment technology will also be costly. 
Most of the consumers may not be aware of the 
green products and may be confused regarding the 
product being sustainable.  
Suggestions 
Having understood the importance and necessity of 
green marketing it is but appropriate to look at 
suggestions for attaining a sustainable 
management. Some of these are: 
 Educating and motivating the 
manufacturers to market green 
products.  
 Manufacturing or importing green 
products entails increased expenses. 
To encourage manufacture or import 
of green product the firms involved 
should be offered incentives so that 
they do not incur loss in business and 
continue marketing green products.  
 Manufacturers to adopt a strategy to 
make the consumers understand the 
need for and benefits of green 
products. The companies will have to 
develop effective marketing strategy 
to market the product that builds 
confidence in the consumer backed 
with the assurance of its sustainability 
and proper guarantees. This will 
motivate the consumer to buy the 
product. 
Conclusion  
We are presently witnessing and being exposed to 
the harmful effects on environment. Any number of 
causes can be identified. Globally it has been 
realized that if the environment is not protected 
then the present as well as the future generation 
will have to bear the harmful effects of an 
unhealthy environment. The governments, society 
and groups have developed different strategies 
towards the common goal of providing a friendly 
and healthy environment. Each day tons of waste is 
produced that is not bio-degradable, pollutants are 
on the increase both in the water and air and many 
more factors that have a negative influence on the 
environment. So it becomes necessary to tackle the 
issue globally. Manufacture of a product, its use 
and its final disposal are the three areas where 
interventions have to be made in order to remove or 
minimize the harmful effects on environment. It is 
extremely important that green marketing becomes 
the norm rather than an exception. Recycling of 
paper, metals, plastics, etc., in a safe and 
environmentally harmless manner should become 
much more systematized and universal.   
 
References: 
Kilbourne, W.E. (1998): Green Marketing: A Theoretical Perspective, Journal of Marketing Management, 14 
(6), July, pp. 641-656. 
Peattie, K. (2001): Golden Goose or Wild Goose? The Hunt for the Green Consumer, Business and 
Environment, 10 (4), July/August, pp. 187 -199  
Sharma D.D. (2008): Marketing Research: Principle Application & Cases‖ N. Delhi, Sultan Chand & Sons.  
Sarawade, W.K. (2012): Conceptual development of Green Marketing in India, Excel Journal of Engineering 
technology and Management Science, Vol.1, June, pp.1-6 
K.Uday Kiran.(2012): Opportunities and Challenges of Green Marketing With Special Reference to Pune, 
International Journal of Management and Social Sciences Research, Vol.1, Oct., pp.18-24. 
Bhatia, M &Jain,A (2013): Green Marketing: A Study of Consumer Perception and Preferences in India, 
Electronic  Green Journal 1(36), pp.1-15  
Websites 
www.googlescholar.com 
www.greenmarketing.co.in 
www.marketingterms.com 
www.scribd.com 
